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Muse Dress is a reality TV with the star crossover to the fashion world. It has 
overturned the mode of TV program production and marketing, the way of TV 
interacting with the netizen, the way of E-business marketing, and the production and 
sales of the whole fashion clothing industry. The program has involved in the 
operation of E-business, TV, fashion industries. The media counterparts and audiences 
all think highly of the program. 
The topic of my thesis is innovation. I research the influence of multi-screen era 
to the reality TV. The case study of the program Muse Dress is based on the theory of 
the Creative Communication Management(CCM). I analyse the innovation pattern 
and the marketing mode which is called multi-screen integrated marketing 
communication strategy of this program.  
In the aspect of the integration of communication contents, firstly this program 
omni-directionally integrates of the program content across multi-screen. The 
different contents are delivered to the audiences through the screens according to the 
different features of screens. And secondly using the multi-screen interactive 
technology makes the program the maximum dissemination. This program combines 
the communication channels of the traditional media, new media, social media, 
mobile applications and E-business across multi-screen. The audiences are taken into 
consideration by the program for aggregating the limited attentional resources. On one 
hand, the program appeals to the audience by orientating accurately. And on the other 
hand, it aggregates the audiences’ attentional resources by meeting the audiences’ 
diverse demands. The program also pays attention to the use of big data and the brand 
extension. 
Although the program has many insuffciencies, it still has some significance for 
the marketing of the reality TV in the future. This program uses crossover integrated 
marketing from combination of “TV and E-business”, which adapts to the 















E-business channel is a new communication channel of integrated marketing 
communication. This discovery aslo becomes a complement to the framework of the 
Creative Communication Management(CCM) theory. 
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第 1 章 绪论 
1.1 研究背景与意义 





据第 35 次《中国互联网络发展状况统计报告》，截至 2014 年 12 月，我国网








电视、平板设备和智能手机上花费的时间分别为 12.6 个小时、9 个小时、8.3 个
小时、7.2 个小时[2]。受众的媒介接触行为发生着转移和变革，多屏传播已成为
趋势。 
Google 与全球知名调查公司 Ipsos 和 Brands 联合展开的调查显示：当电视、
电脑、智能手机、平板四个屏幕在一起使用时，才能发挥出真正的效力。美国民
众目前在媒体消费上花费的时间为每天 4.4 个小时，而其中 90%的时间属于跨屏
消费[3]。 
电子屏幕从传统的家庭电视屏，扩展到如今的电脑、智能手机、平板、户
                                                        
[1] CNNIC 中国互联网信息中心.中国互联网网络发展状况统计报告[R].2015.87. 









































在 2012 年 Google《The New Multi-screen World》的报告中指出，智能手机
                                                        
[4]李燕临，王蕊. 多屏化传播时代的媒体变革[J]. 现代教育技术，2011，（3）：25. 
[4]李燕临，王蕊. 多屏化传播时代的媒体变革[J]. 现代教育技术，2011，（3）：26－27. 
[5] AT&T Signs First Three-Screen Content Deal - and Advertiser 
[EB/01].http://www.att.com/gen/press-room?pid=4800&cdvn=news&newsarticleid=23436 
2007-1-8/2015-01-26 
[6] Alcatel-Lucent. Multi-screen in demand:Consumer interest in cross screen services.2008. 
[7] Alcatel-Lucent. Seize your multiscreen opportunity.2008 
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[11]张祖健. 多屏营销的技术解构和重构[J]. 广告大观 (综合版)，2013，（9）：85-86. 
[11]张祖健. 多屏营销的技术解构和重构[J]. 广告大观 (综合版)，2013，（9）：85-86. 
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